W
ilkie and Moore (2003) suggest that there have been four major eras of marketing thought. As a participant in Eras III and IV, I have observed the shifting forces that shaped marketing in the latter third of the twentieth century. I have recently reported on some of the important events of Era III development that are related to management science in marketing, a subject near and dear to my heart (Montgomery 2001) . Furthermore, I have reported at least a partial vision of the direction in which marketing thought is heading (Era V?) (Day and Montgomery 1999; Montgomery 2003) . As a long-standing global participant and currently an expatriate marketing academic, in this article, I want to explore something of the global dimensions of Era IV marketing. 1 This article focuses on issues related to professional management education in Asia at the beginning of the twentyfirst century, but I contend that these also tend to be globally important. These are issues that the public and private sector must address in the coming decade. This discussion is by no means exhaustive, and I do not present a total action plan. Rather, the goal is to note at least some of the agenda for government, not-for-profit institutions (e.g., most education institutions, despite the growing move toward for profit education), and the private sector, the vast consumer of the output of such education. Because my current position is dean of the upstart Lee Kong Chian School of Business at Singapore Management University, these are also issues that concern me professionally in a direct way. 2 3 The statistics and references in this section owe a great deal to the AACSB report on "Sustaining Scholarship in Business Schools" (AACSB International 2003) .
Asian Economic Boom in the Twenty-First Century
News reports and professional journals are replete with stories about the economic boom in both China and India, the world's two most populous countries. The demand for management education is exploding along with this economic boom, at least partly as a derived demand. If management education is properly done and is successful, it will also be an endogenous variable in this development. Not to belabor the point, but it is in this context of rapid growth that the discussion of the subsequent points should be taken. There is always a risk that the anticipated development will not occur. The world order could disintegrate under terrorist threats; medical disasters, such as AIDS, SARS, and Avian Flu, could take a serious toll and derail the likely development; or some as yet unanticipated event(s) could conspire that alters the course of history (e.g., collision of Earth with a large asteroid). However, barring these disaster scenarios, it seems likely that the twenty-first century will experience explosive development of the Asian region.
Crowded Management Education Space 3
The number of different schools that offer management education has exploded worldwide, especially in Asia. In the past decade, the Chinese Ministry of Education has accredited more than 60 MBA programs (Zhao 2004) . In 2001, more applications in China were received for MBA programs than for any other postgraduate discipline (Yu 2001) .
More than 17 Japanese universities have launched new MBA programs, largely in response to lifetime employment and seniority-based salary increases becoming relegated to history (Shamatsuka 2002) . At an Association to Advance Collegiate Schools of Business (AACSB) seminar in Seoul, Jung (2004) noted that Korea has five full-time and three online MBA programs. India boasts 834 business schools.
However, Asia is not alone. The Russian Association of Business Schools, slightly more than ten years old, has more than 50 business school members. More than 100 business schools offer 170 MBA programs in the United Kingdom, and there are approximately 120 providers of 150 programs in the German-speaking part of Europe.
Thus, in management education, there is a large and dramatically growing number of programs globally, and these programs are virtually all struggling for identity and distinc-tiveness. The opportunity for first, or at least early, mover advantages has been noticed by many players (Lieberman and Montgomery 1988) . The struggle for rankings and ownership of perceptual space positions is and will likely remain fierce.
Funding Problems for Universities
Universities face unprecedented funding problems in the early twenty-first century. Cash-strapped governments that face aging populations and the subsequent consequences of health care costs increasingly desire to reduce their financial commitments to universities. Recently, the U.S. government (Winter 2004) announced changes in Pell grants that will reduce grants to students, saving the government an estimated US$300 million in [2005] [2006] , and that promise to eliminate 89,000 students from the recipient rolls. Asian governments face many of the same demographic shifts. The government in Hong Kong under Tung Chee Wah has targeted the excellent university infrastructure in Hong Kong for substantial, perhaps disastrous, cuts. The Singapore government has announced its intention to shift the financial burden of tertiary education away from the government toward students and families and the private sector.
Yet nonreligious philanthropy is underdeveloped in Asia. This is both a problem and an opportunity. The public must be weaned from the view that tertiary education is the sole responsibility of governments and must adjust its thinking in this regard. This is true for industry, charitable foundations, and alumni alike. Perhaps management schools can help themselves as well as the entire tertiary education industry both by undertaking educational efforts for not-for-profit managers and by conducting research that may be useful to the not-for-profit sector. The Stanford offering of five nonprofit executive education programs and the Stanford Social Innovation Review can be role models for Asian development.
Business Dissatisfaction with MBAs and Executive Education
Recently, the London Business School reported that it would overhaul its curriculum after a global survey of 100 business leaders in 20 countries expressed increasing dissatisfaction with both executive education and MBAs, indicating that neither were meeting the needs of business. Dean Laura Tyson is quoted in the September 18, 2004, issue of Straits Times as saying,
The hard commercial reality is that business schools simply have to change. The corporate leaders produced an extensive list of the qualities they desired in future recruits, but almost none involved functional or technical knowledge. All their requirements could be summed up as follows-the need for more thoughtful, more aware, more sensitive, more flexible, more adaptive managers capable of being molded and developed into global executives. (If business schools are to survive they need to change focus from) equipping people with knowledge, and instead furnish them with skills and attributes, the means by which knowledge is acted upon.
Business schools should heed this advice about soft skills but also remember that firms will still expect business graduates they hire to have functional and technical skills.
The market for management education is increasingly likely to demand more from providers. Although most schools have business advisory boards, too few of these boards are used effectively to provide a window on market needs. Business schools need more than window-dressing advisory boards; they need boards that are actually asked to work and subsequently listened to by senior university administrators. Increasing use of internships, project-based courses, global competitions on business topics, and other devices can contribute to this effort.
Impending Shortage of Management Faculty
The AACSB International (2003) has examined the production of management-based faculty by doctoral programs and finds a serious potential shortfall. Given current doctoral enrollments, projected faculty demand, and anticipated retirements, the AACSB reports that by 2008, there will be a shortfall of 1142 doctors of business, and by 2013 the gap will rise to 2419 in the United States. This follows a decline in doctoral production between 1995 and 2000 of 19%. The U.S. faculty shortfall will affect Asian schools and those in other parts of the world as global competition for faculty talent heats up. Many of the leading schools have already shifted recruiting to foundation disciplines, such as psychology, sociology, statistics, and economics. The generally higher salary levels and research support at business schools are or appear to be key attractors to faculty who are trained in the social science disciplines. However, in general, the business school classroom experience seems much more difficult, especially for graduate or executive education programs. Furthermore, as business itself becomes more demanding of the product of management programs, it increasingly becomes important for schools to assist new disciplinary recruits in adjusting to their new environment. Teaching mentors and other programs to assist new faculty are gradually increasing, but more must be done. 4 Given the forthcoming crunch in the supply side in the U.S. market, it is imperative that Asia seeks to develop more centers of research and doctoral education excellence to relieve some of the inevitable strain on resources. Because, in general, doctoral programs are not funded by companies or by alumni, it seems prudent for Asian public policymakers to apply some serious resources to address this issue before it becomes a crisis. The AACSB has called for a $55 million "Business Futures" program to help address the shortage-of-doctoral-students problem in the United States. Can Asia afford to do any less?
Selected executives with outstanding talent can supplement the need for traditional faculty. This can be done as a short-term, "executive-in-residence" program, such as at Harvard, or as regular faculty, such as at Stanford, where Andy Grove of Intel, John Morgridge of Cisco, and entre-preneur Irv Grousbeck have contributed greatly to the excellence and relevance of the business school curriculum.
Overdependence on North America for Faculty Publication, Evaluation, and Promotion
Globally, increasing numbers of schools are looking to tierone North American journal publications as the gold standard for faculty evaluation and promotion. Europe has increasingly moved in this direction, and there is evidence that Asia is following suit. In recent years, I found this expectation both at Nova University in Lisbon and at Singapore Management University. Although it is understandable why business school administrators look to such publications to validate faculty quality, there seems to be a longterm disconnect because the number of schools using this standard grows exponentially, but the journal pages of such North American journals grow very little, if at all. This is in a marketspace that faces a supply shortage of faculty. As an ever-growing host of faculty "try for the big one" and send their articles to these journals, the entire review process threatens to grind to a halt under the burden of excessive submissions. More than once, I have heard young faculty members say that they submit to these journals first because, at worst, they receive a helpful review. How long will these North American journals agree to provide this global reviewing service, and furthermore how many pages will they want to allocate to Asian topics. A further risk is that this issue will hinder the long-term development of more high-quality Asian publication outlets. In my view, there is a continuing and growing need for high-quality Asian publication outlets to serve the needs of the region. The time to act is now because it takes many years for any new journal to build its "brand equity." The Europeans serve as role models for achieving this goal long term. The European-based journals, such as International Journal of Research in Marketing and European Journal of Operations Research, have achieved a high quality, and they represent an important place both globally and regionally for research publications.
Based on American experience, it seems likely that the successful development of Asian journals will require the sponsorship of professional societies and not of a single school. Although there are some successful journals in Asia that are backed by particular schools, robust development requires more eclectic and less parochial support. This suggests that policymakers at Asian universities should consider uniting to develop first-rate international journals that are edited in the region. It also suggests that Asian business school deans must figure out how to reward Asian-relevant scholarship through faculty promotions and tenure decisions. Given the long latency period in such developments, this process should be urgently undertaken as soon as possible.
Increasing Need for Asian Research and Teaching Materials
As the expected explosive demand for management education unfolds in Asia, it is important to develop more relevant, rigorous research in the Asian environment. The governments and societies that support management education require this. For example, Singapore requires a periodic report titled "Quality Assurance for Universities" from all three Singapore-based tertiary education institutions. The benefits to Singapore and to the region from the activities of each university are explicitly measured and monitored in the report. Rigorous, relevant research offers one of the primary outlets for such benefits. And yet, K.C. Chan (2004) , dean of the University of Science and Technology in Hong Kong, notes that Asia has been relatively weak in research and scholarship in social science subjects. Stanford's Jeff Pfeffer (Pfeffer and Fong 2002) , often a critic of business schools, notes the importance of what business school research might contribute:
The research capabilities, and particularly the rigorous thinking and theoretical grounding that characterizes business school scholars and their research, actually offer an advantage over the casual empiricism and hyping of the latest fad that characterizes much, although not all, of the research that comes out of nonacademic sources. And business school faculty have spent years honing the craft of preparing and delivering educational material in ways that are at once accessible and intellectually sound.
To be sure, this research often builds on more global research and takes advantage of the unique aspects of the Asian situation. For example, when serving as the executive director of the Marketing Science Institute, I challenged researchers to address the following issue: There are several generalizations that have been made that emanate from research in the tradition of behavioral decision theory, such as risk seeking in loss and risk aversion in success. Yet virtually all of the empirical results are based on U.S. or Israeli respondents. Would these results continue to hold in the more collectivist, Confucian-based societies of Asia? If the answer is yes, researchers and practitioners are free to generalize. If no, this begs the question of why and what are the driving forces behind such differences. It also suggests that it is necessary to be careful when making a generalization to Asian cultures. This is one example of how research in Asia could contribute to the overall global research and application in this area.
As management education expands in Asia, there is an increasing demand for teaching materials that are Asian based. It is no longer sufficient to teach U.S.-centric cases, and there are notable beginnings of this. The Asian edition of Kotler's text (Kotler et al. 2003) with largely Asian examples sold more than 300,000 copies in the first two editions. Capon and Vanhonacker (1999) and Quelch and colleagues (2004) provide more than 70 Asian marketing cases from 18 countries. This is a good start, but much more remains to be done. Again, this is an area in which the policymakers of the leading Asian schools have an opportunity to collaborate and cooperate for the overall good.
Partnerships Vital
The need for partnerships is both global and regional. Brand-conscious Asian executives and students have preferences for Asian degrees with high-reputation international partners, whether from the United States or from Europe. For example, Tsinghua University in China has partnerships 5 For the most part, I took the first portion of this section directly from LaPlante's (2004) article, for which I provided a substantial rewrite. It relates entirely to my current and continuing research on MBA job choice with Cathie Ramus of the Bren School, University of California at Santa Barbara (Montgomery and Ramus 2003). with both the Harvard Business School and Massachusetts Institute of Technology's Sloan School of Management (Zhao 2004) . The University of Science and Technology in Hong Kong offers a joint MBA with Northwestern. As increasing numbers of Western universities seek a foothold in Asia, there will continue to be opportunities for such global partnerships. However, regional partnerships are an opportunity that should not be missed. From joint degree programs to collaborative research centers, there are many ways to join forces to exploit the location in the rapidly developing Asian management education and research spaces. For example, Center for Creative Leadership, INSEAD, and Singapore Management University are exploring how to join forces for both executive education and research into leadership in Asia.
Policymakers in government, universities, and the private sector must foster collaboration. China now has a federation of business school deans with at least 89 members (Zhao 2004) . The AACSB is active with an international federation of Asian business school deans that is headed by Dean Park of the Korea Advanced Institute of Science and Technology in Seoul. If Asia is to be successful in the development of its own brand of management education, relevant research, excellent publication vehicles, expanding doctoral education, and development of more region-relevant criteria for faculty evaluation and promotion, it is imperative that closer working relationships and policy formation occur in the Asian region.
Ethics and Social Responsibility
The downfall of WorldCom, Enron, and Arthur Andersen and the public humiliation of Kenneth Lay, Dennis Kozlowski, and Richard Grasso spurred Congress to pass the Sarbanes-Oxley Act; the New York Stock Exchange to create new corporate governance standards; and major firms, such as the Walt Disney Company, to adopt new stringent guidelines for corporate ethics. 5 These events also dramatically changed the way that MBAs view their job choices. A survey of more than 800 MBAs from 11 leading North American and European schools found that a substantial number were willing to forgo some financial benefits to work for an organization with a better reputation for corporate social responsibility and ethics.
The attempt to figure out what influences MBA job choices is not new. Researchers in the 1970s and 1980s used conjoint analysis to examine the relative importance on job choice of such things as financial compensation, the geographic location of the work, the volume and extent of business travel, and opportunities for advancement. There was evidence of substantial predictive validity from these studies, indicating that conjoint analysis is an excellent tool for determining which attributes are most important in job choice decisions.
However, what was missing were attributes that might affect MBA job choices in the twenty-first century. Montgomery and Ramus (2003) explore whether a reputation for high ethical standards or caring about employees, environmental sustainability, and community stakeholders makes an organization more attractive. They also examine whether the intellectual challenge of a job is an important selection attribute.
The results were stunning: Intellectual challenge topped the list as the most important attribute for MBAs in their job choice decision. The financial package was only 80% as important. A reputation for ethics and for caring about employees were both in the top third of the list of 14 attributes, proving to be approximately 77% as important as intellectual challenge, the top criterion. Moreover, more than 97% of the MBAs in the sample reported that they were willing to forgo financial benefits to work for an organization with a better reputation for social responsibility and ethics. How much were they willing to give up? On average, MBAs were willing to forgo 14% of their expected income.
What does this portend? There is a strong argument for firms to become more ethically and socially responsible to attract MBA candidates, who want jobs where they can be intellectually challenged but who ultimately prefer positions in organizations that demonstrate socially responsible values in the way they do business.
Human resources and career experts already have been advising corporations that ethics is important to the best and the brightest job hunters. Indeed, a poll of career transition and career management professionals in 26 countries found that 82% cite corporate leadership ethics as of critical importance to job seekers. According to a recent global survey by New York-based consulting firm DBM (LaPlante 2004), ethics is fast becoming a major factor in the battle for top talent.
No one believed that corporate ethics was that important to job seekers. Conventional wisdom dictated that the incentives to join a company were mostly financial. However, it turns out that MBAs are willing to forgo a significant percentage of their income to become more moral across several dimensions. This research has helped calibrate the benefit to companies with responsible behavior. These issues are increasingly coming to the fore in Asia.
My second son is a humanities professor. He asked me why I was looking at MBA's caring about ethics and social responsibility, because everyone knows that MBA's are simply avaricious and immoral. So why bother? If this attitude is widespread in the general population-and I fear that it may well be-it is in stark contrast to the results of this research. My surveys of others, which include businesspeople and Asian business school administrators, have indicated that even the professional public has not suspected the importance of these social responsibility factors.
There is other evidence of a great awakening in MBA programs. In the 2004 MBA graduating class at Stanford, 25% of the graduating class took the coursework for a certificate in public management. In November 2004, there was a multinational corporate social responsibility conference in Malaysia. In 2005, the first Asian Conference on Corporate Governance will take place in Hong Kong. Thus, there seems to be evidence of a movement toward ethics and cor-6 At Singapore Management University, there are two required courses that examine ethics and social responsibility issues.
porate social responsibility as important issues in management space. The London Business School reports that ethics are now to be imbedded into all courses (Straits Times 2004) . Asian governments, companies, and societies increasingly attend to these issues. 6
Conclusion
Management education in Asia certainly faces substantial opportunities and challenges in the twenty-first century. It is my view that policymakers both within and extrinsic to education must develop strategies to address these opportunities and challenges in Asia as well as throughout the globe.
